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INTRODUCTION 


A.  PURPOSE 

The  United  States  Travel  Service,  in  an  effort  to  more  effectively 
supply  travel  data  to  the  industry  has  prepared  a  monthly  analysis 
of  foreign  visitor  arrivals  to  the  United  States. 

B.  OBJECTIVES 

Specifically,  the  report  was  designed  to  meet  the  following 
objectives : 

(1)  Assimilation  of  available  travel  market  data  from 
other  U.S.  government  agencies,  government  tourist 
offices  of  other  countries  and  international  travel 
associations. 

(2)  Analysis  of  statistical  material  highlighting  trends 
and  significant  events. 

C.  METHODOLOGY,  SCOPE,  LIMITATIONS 


(1)   Foreign  Visitor  Arrivals  to  the  U.S. 


Data  on  arrivals  are  based  upon  Immigration  and 
Naturalization  Service  tabulations  of  Forms  1-94, 
a  document  which  visitors  to  the  United  States 
are  required  to  complete.   In  addition,  tabulations 
of  Forms  SW-434  are  included  in  the  figures  for 
Mexico  so  as  to  reflect  all  visitors  from  Mexico, 
excluding  border  crossers.   Data  on  Canadian  arrivals 
is  provided  by  Statistics  Canada. 

The  business  category  includes  B-l  visa  holders. 
The  pleasure  category  includes  B-2  visa  holders. 
The  transit  category  includes  C-l  (aliens  in 
transit)  visa  holders  and  C-4  (transit  without  visa) 
holders.   The  student  group  includes  F-l  and  F-2 
(students  and  their  families)  visa  holders.   The 
categories  reflect  the  definition  of  a  "tourist" 
as  defined  by  the  official  governmental  tourist  organ- 
ization, the  International  Union  of  Official  Travel 
Organizations  and  by  the  tourism  committee  of  Organization 
for  Economic  Cooperation  and  Development. 


(2)   International  Travel  Market  of  Selected  Countries 

Data  for  this  section  are  the  result  of  many  contributors, 
primarily  international  organizations  such  as  the  Organization 
for  Economic  Cooperation  and  Development  (OECD) ,  the  Inter- 
national Union  of  Official  Travel  Organizations  (IUOTO) ,  the 
United  States  Travel  Service  (USTS)  both  here  and  abroad,  and 
national  tourist  offices  of  various  foreign  governments.   In 
addition,  data  from  private  industry  studies  on  tourism  are 
included  in  this  publication. 

D.   CONCLUDING  REMARKS 

We  hope  that  the  users  of  this  information  will  keep  USTS 
informed  of  its  usefulness.   We  would  appreciate  any 
criticisms  on  either  the  form  or  content  of  the  data  and 
any  suggestions  on  how  USTS  might  improve  its  data  and 
analytical  services  to  the  industry. 


FOREIGN  VISITOR 
ARRIVALS  TO  THE  U.S. 


Highlights  of  Foreign  Visitor  Arrivals  to  the  U.S. --April  and 
First  Four  Months  1975 

April  1975 

During  April  1975,  the  United  States  received  1,083,532  foreign  visitor 
arrivals  from  overseas  countries,  Mexico  and  Canada,  representing  a  decrease 
of  (-0.2%)  from  April  of  1974. 

The  growth  rate  of  Canadian  travel  to  the  U.S.  in  April  1975  was  12.6%, 
while  overseas  visitors  decreased  by  a  significant  -18.1%  and  Mexican 
arrivals  decreased  by  -13.4%. 

April  1975  April  1974  %  Change 

Overseas  240,118  293,173  (-18.1%) 

Mexico  165,047  190,515  (-13.4%) 

Canada  678,367  602,529  +12.6% 

TOTAL  1,083,532  1,086,217  (-  0.2%) 

With  respect  to  overseas  arrivals,  all  major  geographic  areas  recorded 
decreases,  ranging  from  -3%  to  -34%.   South  America   for  the  first  time 
this  year  also  recorded  a  monthly  decrease:   -18.6%  from  April  1974. 

Although  Europe  remained  the  largest  supplier  of  visitors  to  the  U.S. 
during  April  1975,  actual   travel  to  this  country  declined  -23.3%,  and 
Europe's  share  of  the  total  overseas  visitors  was  only  41%,  compared  to 
43%  in  April  1974.   USTS's  major  European  tourist-generating  countries -- 
United  Kingdom,  Germany,  France,  recorded  decreases  of  -20.1%,  -20.5%, 
-27.2%  respectively  from  the  same  month  a  year  ago. 

Travel  to  the  U.S.  from  Asia  was  also  down  during  April  1975.  Japan,  which 
continued  to  be  the  number  one  supplier  of  overseas  visitors  to  the  U.S., 
recorded  a  decline  of  -7.3%  from  April  of  last  year.   (The  April  1974/1973 
increase  was  nearly  +59%.)   This  marks  the  second  month  in  succession 
that  a  decline  in  Japanese  travel  to  the  U.S.  was  recorded  (March  1975/1974 
decline  was  -6.4%). 

Arrivals  to  the  U.S.  from  Mexico  during  April  1975,  decreased  considerably*- 
13.4%  from  April  a  year  ago.   (The  April  1974/1973  increase  was  +13.8%.) 
This  decrease,  however,  can  primarily  be  attributed  to  the  Easter  Holiday 
being  in  March  this  year  rather  than  April,  as  it  was  last  year. 

Canadian  arrivals  during  April  reached  678,367,  registering  a  +12.6% 
increase  over  April  of  last  year.   This  increase  was  in  part  due  to 
the  recovery  of  the  abnormally  depressed  Canadian  travel  market  to  the 
U.S.  during  the  first  half  of  1974.   (The  April  1974/1973  decrease  was 
-16.8%.) 


First  Four  Months  1975 

During  the  first  4  months  of  1975,  the  U.S.  received  4.2  million 
foreign  visitor  arrivals  from  overseas  countries,  Mexico  and  Canada 
representing  a  +17. 1%  increase  over  the  comparable  period  in  1974. 


1st 

4  Months  1975 

1st 

4  Months  1974 

%  Change 

Overseas 

971,108 

1,052,300 

(-  7.7) 

Mexico 

646,480 

545,091 

+18.6 

Canada 

2,577,281 

1,984,870 

+29.8 

TOTAL 

4,194,869 

3,582,261 

+17.1 

Through 

the 

first 

4  months  of  1975, 

visitor 

arrivals  from 

overseas 

countries  declined  -7 . 7%  from  the  comparable  period  in  1974.   Arrivals 
from  all  geographic  areas,  with  the  exception  of  South  America,registered 
declines  ranging  from  -6%  to  -17%. 

With  respect  to  USTS ' s  European  markets,  declines  were  recorded  for 
France  (-19.0%);  United  Kingdom  (-17.0%);  and  Germany  (-9.6%).   It  appears 
that  the  European  economic  difficulties  still  exist,  and  as  a  result,  with 
the  exception  of  the  moderate  increase  of  +2%  registered  in  February,  travel 
from  this  continent  to  the  U.S.  still  leans  towards  the  minus  side.   Travel 
to  the  U.S.  from  Europe  is  expected  by  some  industry  sources  to  improve 
during  the  second  half  of  this  year. 

Although  inflation  rates  have  been  high  and  there  have  been  unstable 
economic  and  political  situations  in  some  of  the  South  American  countries, 
there  was  a  significant  increase  in  travel  to  the  U.S.  from  this  area 
during  the  first  four  months  of  1975.   This  may  be  attributed  to: 
(1)  Department  of  Commerce  efforts  since  July  of  1974,  to  encourage 
South  Americans  to  travel  to  the  U.S.  for  trade  shows  and  exhibition, 
and  (2)  the  higher  costs  in  European  countries  vis-a-vis  the  United  States. 

With  respect  to  Asia  and,  in  particular,  Japan,  this  decline  in  travel 
to  the  U.S.  is  mainly  attributed  to  the  country's  economic  difficulties. 

Vistor  arrivals  from  Mexico  reached  646,480  during  the  first  4  months 
of  1975,  a  substantial  gain  of  +18.6%  over  the  comparable  period  a  year 
ago.   (The  1974/1973  increase  was  +12.3%.)  Similarly,  Canadian  arrivals 
during  the  first  4  months  of  1975  reached  2,577,281--a  gain  of  +29.8% 
over  the  comparable  period  in  1974.   (The  1974/1973  decrease  was  -13.3%). 

The  growth  of  Mexican  and  Canadian  travel  to  the  U.S.  can  be  primarily 
attributed  to:   the  proximity  of  the  U.S.,  the  value  of  traveling  to 
the  U.S.  as  opposed  to  Europe,  and  in  the  case  of  Canada,  the  recovery 
of  the  abnormally  depressed  Canadian/U. S .  travel  market  during  the  first 
quarter  of  1974. 
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CHART    2 

FOREIGN  VISITOR  ARRIVALS  BY  REGION 
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ANALYSIS  OF  THE  INTERNATIONAL 
TRAVEL  MARKET  OF  SELECTED  COUNTRIES 


Introduction 

This  month's  analysis  is  devoted  to  our  Country  Marketing  Plan 
Review  of  the  Market  for  the  United  Kingdom,  Germany  and  France. 

These  Country  Marketing  Plans  reflect  the  practical  application 
of  the  extensive  research  which  is  performed  through  the  Office 
of  Research  and  Analysis.   The  data  presented  in  each  of  these 
individualized  country  marketing  descriptions  reflect  the 
information  base  which  allows  USTS  to  properly  direct  its  travel 
promotional  efforts  in  these  countries. 

These  reports  are  presented  in  two  basic  descriptive  areas: 
(1)  economic  environment  and  (2)  travel  environment. 

The  description  of  the  economic  environment  within  each  market 
country  is  consequently  broken  down  as  to  state  of  the  economy, 
general  governmental  policies,  future  outlook  and  factors  relating 
to  tourism. 

The  discussions  of  the  travel  environment  involves  an  analysis  of 
the  individual  market's  size,  competitive  factors,  traveler  and 
trip  characteristics,  and  image  of  the  United  States, 

The  Review  of  the  Market  for  Germany  and  France  begin  on  pages 
45   and  63  respectively. 


U.S.    DEPARTMENT   OF    COMMERCE 

UNITED  STATES  TRAVEL  SERVICE 

Fiscal  Year  1976  Marketing  Plan 
SUBJECT:      REVIEW  OF   THE  MARKET  28 


COUNTRY 
U.K. 


I.    ECONOMIC  ENVIRONMENT 

A.  State  of  the  Economy 

British  economic  prospects  appear  rather  gloomy  in  the  face  of  the  darkened 
world  economic  horizon,  as  well  as  to  the  untimely  internal  problems 
generated  on  the  United  Kingdom's  domestic  front  in  1974. 

Between  1966  and  1971,  the  GNP  had  grown  at  the  unsatisfactory  average 
annual  rate  of  2.27,.   Although  1972  and  1973  showed  somewhat  improved 
growth  rates  of  2.77,  and  5.37,,  respectively,  Great  Britian  suffered  a 
growthless  year  in  1974. 

Last  year  (1974)  witnessed  a  steady  rise  in  the  rate  of  inflation  from 
177  to  207o  and  a  gradual  escalation  of  the  balance  of  trade  deficit  to 
close  to  $9  billion  (most  of  which  is  attributable  to  the  increased  cost 
of  imported  oil  and  increasing  unemployment).   Also,  an  upswing  in  wages 
of  257,  followed  the  removal  of  statutory  wage  controls  in  July,  1974, 
reflecting  a  militant  and  parochial  trade  union  movement  to  rebel  against 
unemployment  of  close  to  700,000  workers. 

Business  confidence  declined  steadily  during  1974  as  wages  and  raw  materials 
prices  climbed  while  retail  prices  remained  subject  to  controls.   Industry, 
as  a  whole,  developed  severe  cash  shortages  during  the  year  which  led  the 
government  in  its  fall  budget  to  earmark  a  substantial  amount  of  funds  for 
lending  to  industry.   A  continuing  lack  of  business  confidence  in  1975  is 
expected  to  result  in  a  further  drop  in  private  and  manufacturing  investment. 
For  the  most  part,  the  population  of  the  U.K.  has,  in  recent  years,  been 
broken  into  three  major  working  segments:   agriculture  (37=)  ,  industry  (437,), 
and  service  industries  (547.)  .   There  were  25  million  persons  in  the  work 
force  in  1974. 

In  spite  of  the  disheartening  economic  situation  in  Great  Britain,  a 
comparatively  high  proportion  of  households  enjoy  a  fair  standard  of 
living:   507,  of  families  own  their  homes,  567,  have  a  car,  and  927,  a 
television  set. 

Fifty-two  percent  of  the  British  manual  workers  now  have  between  3  and  4  weeks 
annual  paid  holiday.   Only  17  are  restricted  to  two  weeks,  and  about  7%  of  the 
manual  workers  have  holidays  of  more  than  four  weeks.   Employers  are  granting 
longer  holidays  to  longer-serving  employees. 

B.  Outlook  for  1975 

Although  output  was  heading  down  at  the  end  of  1974,  the  British  Treasury 
forecasts  an  increase  in  GNP  in  1975  of  2.37,,  but  most  forecastors  expect 
lower  growth  rates.   Some  see  the  growth  rate  declining  throughout  the  year, 
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with  inflation  rising  from  207,  to  25%  and  unemployment  rising  to 
900,000,  with  the  balance  of  trade  continuing  in  substantial  deficit. 

The  only  bright  spot  on  the  economic  horizon  is  the  outlook  for  expanding 
U.K.  exports  and  increased  public  expenditures.   However,  another  possible 
helpful  turn  for  improvement  in  the  country's  balance  of  payments  may  come 
about  as  a  result  of  the  expected  lowering  of  world  oil  prices  (due  to  the 
over-supply  generated  in  the  oil  producing  Arab  nations).   Britain's 
continuing  development  of  its  North  Sea  oil  wells  should  also  help  in 
this  area. 

C.   Factors  Relating  to  Tourism 

Domestic  air  fares  had  risen  by  20%  by  July,  1974,  and  taxi  fares 
have  almost  doubled.   Gasoline  had  risen  to  $1.32  for  an  imperial 
gallon  of  standard  (regular)  by  this  date  also.   Hotels  were  more 
expensive  in  1974,  but  the  price  of  a  room  in  a  first-class  hotel 
had  not  risen  as  sharply  at  the  157.,  to  207c  inflation  rate  in  Britain. 
Meals  followed  the  upward  trend  in  costs,  although  there  is  an 
increasing  number  of  American- style  steak  houses  where  a  mean  for 
two,  excluding  wine  and  service,  can  cost  as  little  as  $8.50. 

The  severe  economic  conditions  which  prevailed  in  1974,  together  with 
steep  fuel  prices,  effectively  ended  the  activities  of  two  U.K. 
carriers,  Donaldson  International  Airways  and  Court  Line  Aviation, 
a  major  tours  and  charter  flier.   The  Court  Line  Collapse  caused  a 
considerable  stir  among  U.K.  aviation  and  travel  circles,  for  some 
50,000  holidaymakers  were  "left  stranded"  and  another  100,000  "booked 
and  paid"  travelers  had  their  trip  plans  destroyed.   The  result  is 
that  the  entire  inclusive  tour  package  holidays  industry  will  be  up 
for  review  by  the  government  and  the  travel  trade,  and  probable 
extensive  regulatory  changes  are  expected. 

II.   TRAVEL  ENVIRONMENT 

A.   Market  Size 

1.   Potential  Market.   There  are  approximately  8  million  British 
who  possess  the  economic  capability  for  travel  to  the  U.S.  Of 
this  number,  450,000  visited  the  U.S.  in  1974. 
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An  estimated  11,800,000  U.K.  residents  will  take  international  trips 
during  1975  (up  almost  57  from  the  1974  estimate  of  11,250,000 
international  travelers).   Over  the  past  few  years,  approximately 
47c  of  these  international  travelers  came  to  the  United  States  on 
their  trips. 

Of  all  trips  (domestic  and  international),  in  1972,  617o  traveled  in 
the  U.K.  (domestic  travel),  27,  came  to  the  U.S.,  and  377,  visited 
other  countries. 

2.   Expenditures.   In  1974,  the  450,077  U.K.  residents  who  visited 
the  U.S.  spent  $131  million,  excluding  transportation,  (a  per  capita 
expenditure  rate  of  $291).   In  1973,  the  U.S.  received  approximately 
479,000  visitors  from  the  U.K.  who  spent  $126  million  (excluding 
transportation).   This  was  about  87  of  the  $1,665  billion  spent  by 
the  11,522,000  British  citizens  who  traveled  abroad  in  1973.   (See 
Table  2.) 

B.  Competitive  Factors 

Approximately  617>  of  British  travelers  take  their  trips  within  their 
own  country;  27  come  to  the  U.S.;  and  377  have  some  other  international 
destination. 

Although  the  United  States  ranks  tenth  in  popularity  of  international 
destinations  for  British  travelers  (Spain,  France,  and  the  Irish 
Republic  are  on  top  due  to  their  relative  closeness) ,  it  is  number  one 
in  terms  of  "long-haul"  destinations. 

In  1973,  advertising  expenditures  made  in  the  United  Kingdom  by  all 
other  countries  totaled  $53,470,000.   Of  this  amount,  the  United  States 
(both  governmental  and  industrial  sectors)  spent  $3,370,000,  or  6.37 
of  the  total. 

The  1973  British  Tourist  Authority  total  budget  was  $14,181,000.   Over 
$2  million  was  spent  on  advertising  by  the  English,  Scottish  and 
Welsh   Tourist  Boards  to  promote  domestic  tourism  in  the  U.K. 

C.  Traveler  Characteristics 

1.   Characteristics  of  the  Population.   The  population  of  the 
United  Kingdom  was  approximately  56  million  persons  in  1974,  reflecting 
an  almost  negligible  growth  rate  over  the  previous  year  figure  of 
55.9  million. 

The  population  as  a  whole  is  middle-aged--387  of  the  population  is 
45  years  of  age  or  older.       I; 
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2.   Characteristics  of  Visitors  to  the  U.S.   The  "typical"  British 
traveler  to  the  U.S.  is  married,  older,  fairly  affluent  and  well- 
educated,  employed  in  managerial,  professional  occupations,  and 
resides  in  London  and/or  Southeast  England. 

Sex  and  Age.   British  visitors  to  the  U.S.  were  equally 

distributed  as  to  sex  (50%  male;  507o  female)  ;  were  generally  34  years 

of  age  (627,);  and  primarily  married  (647=) . 

Income  and  Occupation.   Forty-seven  percent  were  in  the 
middle  (Cl  and  C2)  income  group  while  407.  were  upper  class  (AB)  . 
The  heads  of  households  were  primarily  white-collar  and 
skilled  workers  (767,). 

Education,  Type  of  Travel,  and  Expenditures.   Fifty  percent 
of  the  visitors  to  the  U.S.  had  completed  a  technical  or 
preparatory  school,  while  447.  were  attending,  or  had  completed, 
university  level  education  or  higher. 

Twenty-eight  percent  of  the  U. S.  visitors  were  members  of  a 
tour  group  on  their  last  trip,  while  727,  traveled  independently 
over  half  of  the  traveling  parties  consisted  of  two  persons. 

The  average  traveler  to  the  U.S.  in  1974  spent  approximately  $291. 
Total  U.S.  receipts  from  British  visitors  were  $131  million. 
(These  figures  exclude  transportation.) 

For  additional  quantitative  data  on  traveler  characeristics,  see 
Table  7. 

D.   Trip  Characteristics 

The  "typical"  British  trip  to  the  U.S.  is  to  visit  friends  and 
relatives  as  well  as  for  a  vacation,  during  the  summer  for  a 
relatively  long  length  of  time,  not  on  tour,  visiting  the  Eastern 
U.S. 

1.  Purpose  of  Trip.   "Pleasure"  or  "vacation"  travel  accounted  for 
387>  of  the  visitors  to  the  U.S.  (807,  of  all  international  travel). 
Visiting  friends  and  relatives  was  the  reason  for  367,  of  the  U.S.- 
bound  travel  (117,  of  all  international  trips),  while  business  was 
the  travel  motive  for  237,  of  U.S.  visitors  (and  77,  of  all  inter- 
national trips) . 

2.  Length  of  Trip.   Almost  237,  of  the  U.S.  visitors  were  on  trips 
which  lasted  from  one  to  two  weeks,  and  587,  of  these  trips  lasted 
over  two  weeks . 
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3.  Seasonality.   The  travel  peak  occurred  during  the  third  quarter 
(37%)  in  1974,  followed  by  the  second  quarter  (25%).   Arrivals  from 
the  U.K.  were  equally  distributed  during  the  first  and  the  fourth 
quarters  (19%  each). 

4.  Mode  of  Transport.   Air  transportation  was  the  form  of  transportation 
used  by  80%  of  the  U.K.  visitors  to  the  U.S.,  while  7%  came  by  ship  and 
11%  by  land  travel  via  Canada. 

5.  Accommodations .  More  than  half  (56%)  of  British  visitors  to  the  U.S. 
stayed  in  the  homes  of  friends  and  relatives,  while  42%  stayed  in 
hotel/motels. 

For  additional  quantitative  data  on  trip  characteristics,  see  Table  8. 

E.   Image  of  the  U.S. 

The  basic  image  of  the  United  States  is  one  of  big  cities  with  good 
accommodations.   This  country  is  seen  as  having  good  touring 
attractions,  and  the  opportunity  to  visit  friends  and  relatives  in 
the  U.S.  is  a  strong  positive  factor  in  their  travel  considerations. 

The  U.S.  is  not  seen  as  a  place  of  historical/cultural  interest. 
Factors  such  as  beaches,  winter  sports,  or  interesting/ friendly 
people  are  not  usually  associated  with  this  country. 

A  majority  (56%)  of  the  U.S.  visitors  from  the  U.K.  were  visiting 
the  Eastern  United  States,  specifically  New  York  (21%  of  the 
travelers),  and  Washington,  D.C.  (3%).   The  Western  section  of 
America  accounted  for  30%  of  the  British  destinations. 

1.   Positive  Aspects 

--Friendliness  and  hospitality  of  the  American  people. 

--Common  language. 

--Good  highways  and  road  system. 

--High  quality  of  accommodations. 

--Modern  and  efficient  way  of  living  of  Americans. 

--Can  visit  friends  and  relatives. 
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2.   Negative  Aspects 

--Expensive  to  stay  in  and  tour  around. 

--Not  a  place  to  enjoy  a  restful  and  tranquil  vacation. 
--Great  distances  between  cities/areas  in  the  U.S. 
--Entry  procedures 

(See  Table  9.) 

III.  MARKET  FORECAST  AND  GOALS 


the 


During  calendar  year  1976,  it  is  estimated  that  under  normal  conditions 
United  States  could  receive  530,000  British  visitors  and  $170  million  in 
tourism  receipts.   With  USTS  marketing  efforts,  the  figures  could  increase 
to  572,000  arrivals  and  $183  million  in  tourism  receipts.   Thus,  the  USTS 
incremental  of  goals  for  USTS/London  in  calendar  year  1976  are:   42,000 
new  arrivals  and  $13  million  in  foreign  exchange  earnings.   (See  Table  10.) 
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Table  1 
ECONOMIC   ENVIRONMENT 

A)       POPULATION   (in  millions) 

1972 

1973 

1974 

1975  (est.) 

55.8 

55.9 

56.0 

56.1 

(in 
B)       NUMBER   OF   HOUSEHOLDS  million 

0    18.5 

18.6 

18.7 

18.8 

(in 
C)       NUMBER    IN  WORK   FORCE    million 

;)    24.7 

25.0 

25.0 

25.0 

D)       GNP  (in   billions  of   U.S.  $) 
@  Ja  =  $    2.40   at   current  prices 

131.7 

153.4 

177.9 

217.0 

E)        PER   CAPITA   GNP                          $ 
@  h  =  $2.40   at  current  prices 

>,360.00 

2,744.00 

3,177.00 

3,876.00 

F)        GROWTH    RATE    IN    GNP 

IN    REAL  TERMS                            % 

+2.7 

+5.3 

+  .0 

+2.0 

G)        INFLATION    RATE                          % 

+8 

+11 

+16 

+20 

H)       UNEMPLOYMENT   RATE              % 

3.9 

2.7 

2.8 

4.1 

I)         NUMBER   OF    UNEMPLOYED     000 

856 

611 

700 

910 

Current 
J)         BALANCE   OF   PAYMENTS   POSITION 

h  =    $       .40                                  $ 

+173 

-2,844 

-8,954 

-6,569 
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COUNTRY 
U.K. 

Table  2 
TRAVEL   ENVIRONMENT-MARKET  SIZE 

1.       DESTINATION  OF   TRAVELERS 
NUMBER  OF   TRIPS   TO: 

OWN  COUNTRY* 

UNITED   STATES 

OTHER 

TOTAL 

1972 

1973 

1974 

1975  (est.) 

N.A. 

40, 500, OOC 

(78%) 
480, 00Q 
(    1%) 
11, 042, OOC 

(21%) 

40,500,000          N.A. 
(78%) 
450,000 

(    1%) 

10,800,0(?0 

(21%) 

52,022,000 
(100%) 

51,750,0( 
(100%) 

)0 

1a.      PROPORTION  OF  THESE 

HOLIDAY-MAKERS  TO  THE 
POPULATION 
:                                       OWN  COUNTRY 

INTERNATIONAL 

65% 

63% 

54% 
15% 

62% 
54% 
13% 

N.A. 

2.      NUMBER  OF   INTERNATIONAL 
TRIPS. 

10,553,00( 

11, 522, OOC 

11,  250, OOC 
(Est.) 

I      11,800,000 

2a.    U.S.    SHARE  OF  INTERNATIONAL 
TRIPS 

4% 

4% 

4% 

4% 

3.      INTERNATIONAL  TRAVEL 

EXPENDITURES    (MILLIONS) 

$1,309 

$1,665 

N.A. 

N.A. 

3a.    U.S.    SHARE   OF 
EXPENDITURES 

7% 

8% 

N.A. 

N.A. 

NOTE: 

Domestic 

trips 

defi 

ned   s 

s    fou 

r   nights   r 

r   more,    aws 

v    frq 

m   home. 
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COUNTRY 
U.K. 


Table   3 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Top  Ten   Destinations  of   International   Travelers 
(For   latest  2  year  period) 

Number   of  Travelers 
Year       Year    Percent  change     Year 

Expeno 
Year 

itures 
Percent  change 

Country 
Rank 
1.       Spain* 

1972 
(000) 

3600 

1973 
(000) 

3895 

+  8 

19/2 
(mils) 

N.A. 

iy/3 

(mils) 

N.A. 

2        F ranee ** 

1385 

1351 

-    3 

168.3 

188.8 

+12 

3.       Irish  Republic* 

1044 

1175 

+13 

60.2 

85.1 

+41 

4.       Italy** 

938 

886 

-    6 

142.3 

130.6 

-    8 

5.       Germany** 

724 

701 

-    3 

N.A. 

N.A. 

6.      Switzerland** 

573 

513 

-11 

N.A. 

N.A. 

7.       Portugal* 

493 

512 

+  4 

N.A. 

N.A. 

8-       Austria-'-* 

588 

498 

-15 

63.5 

75.5 

+19 

9-       United    States* 

389 

479 

+23 

96.0 

126.0 

+31 

10-       Belgium** 

381 

408 

+  7 

33.3 

42.5 

+28 

*Frontier  arrivals. 
**Accommodation  arrivals. 

(If    U.S.    Does    not    Rank    in    Top    10,    Indicate    Rank    and    Vol 
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COUNTRY 
U.K. 


Table  4 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Top   Five  Intercontinental    (Long-Haul) 

Destinations  for   Intercontinental   Travelers 

Number  of  Travelers* 

Expenditures 

Year 
1972 

Year 
1973 

Percent  change      Year 
;  1972 

Year 
1973 

Percent  change 

(000) 

(000) 

i(mils) 

(mils' 

Country 

Rank 

1.      United   States 

389 

479 

+23% 

96.0 

126.0 

+31 

2.       Canada 

268 

342 

+28% 

44.0 

60.0 

+36 

3.      Turkey 

67 

100 

+49% 

N.A. 

N.A. 

4.       Australia 

57 

67 

+18% 

21.5 

30.5 

+42 

5-       Thailand 

17 

58 

+23% 

N.A. 

N.A. 

6.      South  Africa 

36 

43 

+19% 

N.A. 

N.A. 

^Frontier  arriva 

Is. 

(If    the    U.S.    Does    not    Rank    in    the    Top    5,    Indicate    Rank    and    Volume) 
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Table  5 

TRAVEL  ENVIRONMENT -COMPETITIVE  FACTORS 

Tourism  Budget  and 

Advertising  Expenditures 
1973 

($000) 

I.   NATIONAL  GOVERNMENT  TOURIST  OFFICE  (NGTO)  BUDGET: 

British  Tourist  Authority 

NGTO  Advertising  Expenditures 

Advertising  Expenditures  in  United  Kingdom($ 

($ 
($ 
($ 
($ 
($ 

$7,744 

Other  NGTO  Expenditures 

$6,437 

TOTAL  NATIONAL  GOVERNMENT  TOURIST  OFFICE  EXPENDITURES 

$14,181 

II.   ADVERTISING  EXPENDITURES  MADE  IN  THE;  UNITED  KINGDOM 

A.   Government  Expenditures 

USTS($600  or  8.3%  of  $7,200) 

$7,200 

B.   Industry  Expenditures 

U.S.  ($2,770  or   6.0%  of  $46,270) 

$46,270 

TOTAL  GOVERNMENT  AND  INDUSTRY  EXPENDITURES 

$53,470 
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Table  6 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Comparison   of  Travel   Costs  To  Selected   Popular 
Destinations   During  a   "Typical"   2-Week   Vacation 

"Short-Haul"   Destinations 

a)  Spain    (Benidorm) 

b)  France    (Cannes) 

c)  Italy    (Naples) 

d)  Switzerland    (Geneva) 

e)  Austria    (Vienna) 

Total  Trip  Costs 
(In   U.S.$) 

168 

360 

300 

324 

312 

"Long-Haul"   Destinations 

a)  Far   East    -   Bangkok 

b)  Jamaica 

c)  Africa    (Mombasa) 

d)  Bermuda 
e>        Canada 

744 
720 
700 
770 
960 

United  States 

New  York 

The  West  Coast 

500 
960 
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Tat 
TRAVEL   ENVIRONMEN1 

Characteristics 

Sex 
Male 
Female 

Base 

le   7 

-TRAVELER   CHARAC1 

Ye 

Population 
(Percent)-1973 

49 

51 

(     55,933,400     ) 

ERISTICS 

ar   1971-72/1973/1974 
Traveler  to  the  U.S. 
(Percent) 

50 
50 
(         301                       ) 

Age 

18    to    24 
25    to    34 
35    to   44 
45    to    64 
65   + 

Base 

8 
13 
12 
24 
14 

(     55,933,400     ) 

14 

24 
14 
36 
12 

<         301                      > 

City/Region  of   Residence 
Greater  London 
Other 

Note:      Preliminary  data   from   1973 
Travel    Patterns    survey  of 
1-94   forms.      Base    figure 
is    for    1974.                            Base 

N.A. 
(                                 ) 

Total   1974 

19% 
81% 

(       450,077               ) 

(con'  t) 


AFR  2  11975 


^ 


WD 
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( 

Characteristics 

Annual   Family   Income  (U.S.     $) 

TABLE  7  Cont'd) 

Year  1971-1972 

Population 
(Percent) 

N.A. 

Traveler  to  the  U.S. 
(Percent) 

AB 
CI 
C2 
DE 

40 
28 
19 
13 

Base 

(                                   ) 

(             301                      ) 

Occupation 

N.A. 

Professional 
Skilled   Labor 
Unskilled   Labor 
Student 
Retired 
Other 

48 

28 

4 

2 

3 

15 

Base 

(                                 ) 

(              301                    ) 

Education 

N.A. 

No  Formal   Education 
Completed  Elementary  School 
Completed   High   School 
Completed  Technical/ Preparatory 
Attending/Completed   University 
and/or  Higher 

* 

1 

6 

50 

44 

Base 

(                                 ) 

(              301                    ) 

"Less 

than 

k  of 

1%. 
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U.K. 


Table  8 

TRAVEL  ENVIRONMENT- -TRIP 

CHARACTERISTICS 

Year 

All  Trips* 

Trips    to   U.S. 

Characteristics 
Purpose  of  Trip 

(Percent) 

(Percent) 

Vacation 

80 

38 

Shopping 

N.A. 

(*) 

Honeymoon 

N.A. 

(*) 

Sightseeing 

N.A. 

(1) 

Learn  About  Other  Cultures 

U) 

(*) 

Participate   in  Outdoor  Activities 

N.A. 

(*) 

Attend   Special   Events 

N.A. 

(*) 

General   Pleasure  Trip 

(78) 

(37) 

Friends/ Relatives 

11 

36 

Business 

7 

23 

Other 

2 

3 

Base 

(    1842      ) 

(      301      ) 

Length   of   Trip 

Over   1   to   3  days 

3 

9 

4   to   7 

13 

13 

8   to    14 

39 

20 

Over   2   to  4  weeks 

36 

29 

Over  4  weeks 

9 

29 

MEAN 

N.A. 

N.A. 

Base 

(    1842     ) 

(      301      ) 
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(TABLE 

8   Cont'd) 

Characteristics 
Seasonality 

Year 

All  Trips* 
(Percent) 

Trips  to   U.S. 

(Percent)   "    19?4 

1st  Quarter 

10 

19 

2nd  Quarter 

25 

25 

3rd    Quarter 

52 

37 

4th  Quarter 

14 

19 

Base 

(         N.A.            ) 

(   450,077              ) 

Mode   of  Transport 

Air 

64 

80 

Land 

27 

11 

(  Auto) 

(15) 

(    7) 

(Bus) 

(    5) 

(    2) 

(  Train) 

(    7) 

(    2) 

Sea 

8 

7 

Other 

Base 

1 

(      1,842           ) 

2 
(           301                ) 

*For  United   Kingdom, 

Germany,   France  and  Japan, 

include  only   international   trips. 
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Table  9 
TRAVEL   ENVIRONMENT-IMAGE   OF   THE   U.S. 


Overall   image  of  the  U.S.  as  a  travel  destination 

Ths  U.S.  is  associated  with  big  cities,  good  accommodations,  a  place  to 
visit  friends  and  relatives  and  a  country  for  touring.   It  is  not  associated 
with  warm/ sunny  weather;  interesting/friendly  people,  places  of  historical/ 
cultural  interest,  seaside/beaches  or  winter  sports. 


Favorable  Aspects 

Friendliness  and  hospitality  of  the  American  people. 

Common  language. 

Good  highways  and  road  system. 

High  quality  of  accommodations. 

Modern  and  efficient  way  of  living  of  Americans. 

Can  visit  friends  and  relatives. 


Unfavorable  Aspects 

Expensive  to  stay  in  and  tour  around. 

Not  a  place  to  enjoy  a  restful  and  tranquil  vacation. 

Great  distances  involved  in  travel  between  cities/areas  in  the  U.S, 

Immigration  and  Customs. 


Ranking  of  popularity  of  U.S.  cities/regions  visited --main   destinations 

Cities:  Areas: 

1.   New  York  City  1.  Eastern  U.S. 


2.  San  Francisco 

3.  Los  Angeles 

4.  Miami 

5.  Chicago 

6.  Washington,  D.C. 


2.  Western  U.S. 

3.  Central   U.S. 

4.  Southern  U.S, 
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I.         ECONOMIC   ENVIRONMENT 

A.   State  of  the  Economy 

Relative  to  the  rest  of  the  industrialized  nations  of  the  Western  world, 
West  Germany  is  regarded  as  having  a  very  favorable  economic  situation. 
While  the  other  developed  countries  have  recorded  inflation  rates  in  the 
12%  to  257o  range,  Germany's  inflation  rate  was  only  TL   in  1974.   GNP 
growth  is  also  on  the  positive  side  and  unemployment  is  only  4.2%  of 
the  work  force. 

West  Germany  is  also  in  an  enviable  position  with  respect  to  the  world 
oil  situation  as  its  reserves  are  quite  high. 

Despite  all  the  foregoing  facts,  there  prevails  a  certain  mood  of 
pessimism  in  Germany  about  the  economic  state  of  the  nation.   The  country 
is  indeed  in  a  cyclical  trough,  relative  to  its  own  recent  economic 
history.   Real  GNP  growth  was  around  1%  in  1974,  compared  to  5.3%  in 
1973.   (Only  1950  has  had  a  lower  recorded  growth.)   The  weakest  component 
of  the  GNP  in  1974  was  lagging  investment,  which  in  real  terms  had  a 
negative  7%  to  8%  growth  rate  for  1974--the  lowest  since  1967.   This 
lack  of  investment  is  blamed  for  the  persistent  profit  squeeze  and  the 
poor  perspective  confronting  business. 

Uncertainty  as  to  the  economic  future  has  also  played  a  role  in  dropping 
the  most  important  element  in  the  GNP,  private  consumption,  to  about  a 
zero  growth  rate  in  real  terms. 

Still,  Germany's  economic  situation  is  stable,  compared  with  other 
countries'  economies,  and  there  are  some  significant  bright  spots. 
One,  of  course,  is  the  low  inflation  rate  of  TL;    another  is  the 
economy's  performance  in  the  external  sector.   Even  though  Germany 
must  import  nearly  all  its  petroleum  requirements,  it  continues  to 
run  high  trade  surpluses.   For  the  first  nine  months  of  1974,  Germany's 
balance  of  trade  was  +$14.58  billion  as  compared  with  a  $13  billion 
surplus  for  all  of  1973.   There  appears  to  be  few  problems  with  labor 
as  real  wage  increases  are  currently  running  about  3%  to  4%--equal  to 
the  range  for  the  past  few  years.   As  opposed  to  other  countries,  the 
labor  unions  are  sympathetic  to  government  problems,  work  closely  with 
the  government  during  times  of  crisis  knowing  that  a  poor  economy  will 
eventually  affect  the  labor  force. 

In  1974,  the  population  of  West  Germany  was  62.0  million,  reflecting  an 
annual  growth  rate  of  0.8%.   There  are  approximately  26.1  million 
persons  in  the  work  force  (excluding  self-employed) ,  and  the  number  of 
unemployed  totaled  945,000  (December  1974).   This  working  segment 
comprises  35%  of  the  population. 
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B.  Outlook  for  1975 

In  terras  of  aggregate  growth,  the  domestic  economic  forecasters  in 
Germany  feel  that  the  bottom  has  about  been  reached  and  that  the  recovery 
rate  will  be  slow,  with  only  a  very  gradual  pickup  to  an  annual  rate  of 
growth  in  GNP  of  +2.5%  in  1975.   Investment  in  real  terms  will  still 
decline  in  response  to  a  lagging  profit  picture,  but  this  situation  is 
expected  to  change  to  the  positive  side  in  the  second  part  of  1975. 

Inflation  is  not  expected  to  worsen  in  1975,  and  may  even  decline  to  a 
6.57o  annual  rate.   This  could  have  the  subsidiary  effect  of  bolstering 
the  Deutsche-mark  even  more  due  to  prevailing  higher  inflation  rates 
among  Germany's  neighbors  and  trading  partners. 

Although  Germany's  labor  unions  have  been  sympathetic  to  the  government's 
problems  and  efforts  in  the  past,  there  is  now  some  concern  that  increased 
economic  pressures  may  offset  this  desire  to  "help."  A  critical  factor 
in  the  future  direction  of  the  Germany  economy  is  the  outcome  of  collective 
bargaining  rounds  entered  into  by  labor  and  management.   High  wage 
settlements,  the  Government  feels,  could  throw  its  "stabilization"  plan 
off  course,  generate  inflation,  lower  growth  and  increase  unemployment 
in  the  long-run.   The  predominant  tone  of  government  public  statements 
is  to  urge  moderation  in  demands  and  stress  the  need  for  belt-tightening 
in  the  months  ahead.   Once  the  wage  negotiating  round  is  past,  a  certain 
degree  of  expansion  may  be  an  inevitable  government  step. 

While  domestic  demand  is  expected  to  revive  somewhat  in  1975,  Germany's 
exports  market,  a  source  of  considerable  economic  strength  in  1974,  is 
expected  to  shrink.   A  deficit  of  -$20  billion,  the  largest  in  the 
Federal  Republic's  history,  is  foreseen. 

C.  Factors  Relating  to  Tourism 

Germany  is  offering  more  vacation  bargains  in  an  effort  to  stimulate 
its  tourism  market.   The  German  National  Tourist  Office  is  aiming 
virtually  all  of  its  promotional  activities  at  the  industry,  feeling 
that  the  key  to  increased  tourism  receipts  is  with  the  travel  agents. 
Low-cost  hotels  are  being  promoted  strongly. 

There  has  been  about  a  157o  increase  in  the  number  of  German  cities 
offering  discount  packages  to  tourists/ travelers.   Low-cost  resort 
complexes  are  being  built  on  an  increased  scale  all  over  the  country. 
Included  are  condominium  apartments  and  villas,  with  yachting,  tennis, 
and  other  attractions  available  at  many  of  these  new  facilities. 
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COUNTRY 
Germany 


Pan  American  is  developing  Germany  as  a  major  travel  gateway  to  Europe. 
The  airline  also  intends  to  expand  services  to  the  Pacific  as  a  result 
of  the  recent  U.S. /CAB  approval  of  the  Pan  Am  -  TWA  route  change 
agreement.   Under  terms  of  the  exchanges,  Pan  Am  will  provide  exclusive 
U.S.  flag  passenger  service  to  Germany  while  TWA  will  provide  exclusive 
U.S.  flag  passenger  service  to  France. 

Refer  to  Table  1  for  quantitative  data  relating  to  Germany' s  economic 
environment. 

II.   TRAVEL  ENVIRONMENT 

, A.   Market  Size 

1.  Potential  Market.   It  is  estimated  that  over  9  million  Germany 
residents  have  the  economic  capability  to  vacation  in  the 

United  States.   In  1974,  there  were  approximately  13.5  million 
Germans  who  traveled  abroad  (19.7  million  trips) ,  of  which  295,873 
visited  the  U.S.  (27„  of  the  total  departures).   For  calendar  year 
1975,  it  is  expected  that  some  20  million  trips  will  be  taken  by 
German  residents. 

Of  all  travelers  (domestic  and  international)  in  1973,  65%  traveled 
within  Germany,  17.  came  to  the  U.S.,  and  34%  visited  other  countries. 

2.  Expenditures.   On  the  average,  the  U.S.  receives  approximately 
27o  of  the  total  annual  travel  expenditures  of  the  international 
travelers  from  Germany.   In  1974,  the  295,873  German  visitors  to 
the  U.S.  spent  an  estimated  $138  million,  a  per  capita 
expenditure  rate  of  $466.   (See  Table  2.) 

B.   Competitive  Factors 

European  countries  dominate  the  market  for  those  German  citizens  who 
travel  abroad.    Such  countries  as  Austria,  Spain,  Yugoslavia,  and  Italy 
rank  among  the  top  ten  most  popular  destinations  for  the  international 
German  traveler. 

The  United  States,  however,  is  number  one  among  "long-haul"  destinations 
(or  inter-continental  travel).   Turkey  is  second  and  Canada  third, 
followed  by  Thailand,  Brazil  and  Australia. 

In  1973,  the  German  National  Tourism  Office  had  a  budget  of  $5,320,000, 

of  which  $2,660,000  was  allocated  toward  advertising  and  promotion  efforts, 

Total  advertising  expenditures  made  in  Germany  in  1973  amounted  to 
$46,962,000(by  all  countries).   Of  this  amount,  the  United  States  spent 
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$1,707,000  or  3.6%  of  the  total.   (This  included  both  U.S.  Governmental 
and  industrial  sectors.)   USTS'  share  was  $17,000  (0.2%  of  the  total). 
(See  Tables  3  through  6.) 

C.   Traveler  Characteristics 

1.  Characteristics  of  the  Population.   Of  the  62.8  million  population 
in  Germany  in  1974,  527,  are  female,  and  48%  are  male.   A  majority 
(57%)  is  30  years  of  age  or  older. 

In  1972,  some  13.5  Germans,  or  21%  of  the  total  population,  took 
trips  abroad  during  the  year. 

2.  Characteristics  of  Visitors  to  the  U.S.   Approximately  2%  of 
the  Germans  who  travel  internationally  have  the  U.S.  as  their 
final  destination. 

The  "typical"  German  traveler  to  the  U.S.  is  married,  with  a 
middle  income  and  relatively  low  educational  level,  can  be 
either  a  manager  or  an  unskilled  worker,  older,  and  residing 
in  the  industrial  areas  of  Germany. 

Sex  and  Age.   Fifty-six  percent  of  the  U.S.  visitors  from 
Germany  are  males  (a  higher  percentage  than  the  population's 
share--48%).   The  mean  age  is  39  years  with  66%  of  the  visitors 
30  years  of  age  or  older.   Most  are  married  (56%) ,  while  32% 
are  single. 

Residence.  Eight  percent  of  the  U.S.  visitors  from  Germany  live 
in  the  Frankfurt  region,  and  6%  live  in  the  Hamburg  region. 

Income,  Occupation  and  Education.   The  annual  family  income  of  these 
U.S.  visitors  is  usually  on  the  middle- to-higher  level 
(over  $6,660  a  year,  57%;  over  $13,333  a  year,  22%). 
The  heads  of  households  are  white-collar  and  skilled 
workers  (37%),  unskilled  workers  (25%),  and  trainees/ 
students/retired  (22%) .   Twenty-three  percent  have 
completed  high  school;  22%  have  completed  a  technical/ 
preparatory  school;  and  177,  are  attending  or  have  completed 
university-level  or  higher  education. 

Type  of  Travel.   Most  of  the  German  visitors  to  the  U.S.  are 
members  of  small  families  (3  persons  or  less) --737,. 
Eighty-one  percent  of  these  visitors  are  traveling  in  a  party 
of  one  to  two  persons  (457,  travel  alone) .   Individual  travel 
account  for  687,  of  the  visitors,  while  327,  are  members  of  a 
tour  group. 
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Expenditures.   The  average  visitor  from  Germany  spends  $466 
(per  capita,  excluding  transportation)  during  his  stay  in 
the  U.S.   In  total,  in  1974,  the  U.S.  received  $138  million 
from  the  295,873  German  visitors  during  the  year. 

See  Table  7  for  other  quantitative  data  on  travel  characteristics 

D.  Trip  Characteristics 

The  "typical"  German  trip  to  the  U.S.  is  generally  to  visit  friends 
and  relatives  in  the  summer  for  two  to  four  weeks,  in  the  East, 
and  not  part  of  a  tour. 

1.  Purpose  of  Trip.   "Pleasure"  or  "vacation"  travel  accounts  for 
407,  of  trips  to  the  U.S.  from  Germany,  with  "to  learn  about  other 
cultures"  representing  the  primary  motivator  (31%)  within  this 
category.   Visiting  friends  and  relatives  is  the  reason  given  by 
467,  and  "business"  is  the  travel  motive  for  11%  of  the  U.S. 
visitors.   When  considering  all  international  trips,  the  breakdown 
is  as  follows:   vacation,  697,;  VFR,  207,;  and  business,  77,. 

2.  Length  of  Trip.   Most  of  the  visitors  to  the  U.S.  from  Germany 
plan  a  trip  lasting  over  two  weeks  (717).   The  specific  breakdown 
is  as  follows:   under  one  week,  117,;  1  week  to  2  weeks,  187,; 

2  weeks  to  4  weeks,  427;  over  1  month,  297,. 

3.  Seasonality.   The  travel  peak  occurred  (1974  actual  arrivals) 
during  the  third  quarter  (397) ,  followed  by  the  second  quarter 
(267,)  the  fourth  (197.)  ,  with  the  first  quarter,  accounting  for 
the  least  volume  (167). 

4.  Mode  of  Transport.   Air  transportation  is  the  primary  mode 
of  transport  used  by  German  visitors  to  the  U.S.  (947)  with 

37,  arriving  by  ship. 

5.  Accommodations .   During  the  same  point  in  their  stay  in  the 
U.S.,  657,  of  German  visitors  utilize  hotels/motels  for 
accommodation.   Fifty-eight  percent  use  the  homes  of  friends  and 
relatives  during  their  visit. 

See  Table  8  for  other  quantitative  data  for  trip  characteristics. 

E.  Image  of  the  United  States 

The  basic  image  of  the  U.S.  is  one  of  a  technological,  business- 
oriented  society.  This  image  is  not  necessarily  a  negative  one, 
since  the  German  people  themselves  comprise  a  serious-minded, 
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efficiency-directed  country.   This  country's  natural  attractions 
and  its  large  cities  are  also  viewed  as  characteristics  of  the 
nation. 

Ths  U.S.  is  not  seen  as  a  place  to  go  for  personal  pleasure  or 
vacationing  in  the  conventional  sense  (beaches,  sun,  etc.),  but 
rather  a  place  one  should  see  because  of  its  world  importance. 

The  most  important  destination  for  U.S.  visitors  is  the 
Eastern  U.S.  (637,  go  there  during  their  visits.),  but  the  West 
(32%)  holds  the  greatest  interest  for  future  travel.   The  South 
accounts  for  257,  of  German  visitation,  and  207°  of  German  travelers 
stop  in  the  Central  U.S.  during  their  stays. 

1.  Positive  Aspects 

--Germans  are  acquainted  with  the  major  and  most  publicized 
attractions  in  the  U.S. 

--The  U.S.  is  a  place  to  get  to  know  another  modern,  advanced 
country. 

--The  U.S.  is  a  place  to  learn  things  helpful  to  a  business 
or  career. 

--The  U.S.  is  a  place  to  visit  friends  and  relatives. 

2.  Negative  Aspects 

--The  U.S.  lacks  historic  sights,  museums,  distinctiveness 
of  culture  (and  the  quality  of  the  food) . 

--The  U.S.  lacks  scenic  beauty. 

--The  U.S.  lacks  good  beaches. 

(See   Table  9.) 
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III.  MARKET  FORECAST  AND  GOALS 

During  calendar  year  1976  it  is  estimated  that  under  normal  conditions 
the  United  States  could  receive  365,000  arrivals  from  Germany  and 
$181  million  in  tourism  receipts.   With  USTS'  marketing  efforts,  the 
figures  could  increase  to  414,000  arrivals  and  $205  million  in  tourism 
receipts.   Thus,  the  USTS  incremental  of  goals  for  USTS/Frankfurt  in 
calendar  year  1976  are:   49,000  new  arrivals  and  $24  million  in 
foreign  exchange  earnings.   (See  Table  10.) 


A^M 


r> 


OAP 


mm& 


& 


R&A 


s 


M. 


DATE   APP 


^PK  2  5  19  S 


11.16 


U.S.    DEPARTMENT   OF    COMMERCE 

UNITED  STATES  TRAVEL  SERVICE 


Fiscal  Year  1976  Marketing  Plan 

SUBJECT:    REVIEW   OF   THE   MARKET-TABLES 


52 


COUNTRY 

Germany 


Table  1 
ECONOMIC    ENVIRONMENT 

A)       POPULATION    (in   millions) 

1972 

1973 

1974 

1975  (est.) 

61.67 

61.97 

62.04 

62.35 

B)        NUMBER   OF    HOUSEHOLDS 
(in  millions) 

22.99 

23.21 

23.41 

23.62 

C)        NUMBER    IN   WORK   FORCE 
(in  millions) 

26.46 

26.51 

26.06 

25.67 

D)       GNP   (in   billions  of   U.S.   $) 

324.26 

361.44 

390.46 

423.64 

E)        PER    CAPITA   GNP 

5258 

5832 

6294 

6795 

F)        GROWTH    RATE    IN    GNP 
IN    REAL   TERMS 

3.0% 

5.3% 

1.0% 

2.5% 

G)        INFLATION    RATE 

5.5% 

6.9% 

7.0% 

6.5% 

H)        UNEMPLOYMENT   RATE 

1 .  1% 

1 . 8% 

3 . 6% 

4.5% 

I)         NUMBER    OF    UNEMPLOYED 

246 

485.6 

945 

N.A. 

J)         BALANCE   OF    PAYMENTS   POSITION 
(BALANCE    OF   TRADE    POSITION) 
(billions   of   dollars) 

+5.9 
(+7.9) 

+6.26 
(+13.0) 

N.A. 
(+20.0) 

N.A. 
(-20.0) 
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Table  2 
TRAVEL  ENVIRONMENT -MARKET  SIZE 

1.   DESTINATION  OF  TRAVELERS 
NUMBER  OF  TRIPS  TO: 

OWN  COUNTRY 

UNITED  STATES 

OTHER 

TOTAL 

1972 

1973 

1974 

1975  (est) 

N.A. 

36,200,000 

(65%) 
190,000 

(  1%) 
19,300,000 

(34%) 

N.A. 

N.A. 

55,690,000 

la.  PROPORTION  OF  THESE  HOLIDAY- 
MAKERS  TO  THE  POPULATION 

OWN  COUNTRY 

INTERNATIONAL 

N.A. 

56% 
37% 
19% 

N.A. 

N.A. 

2.   NUMBER  OF  INTERNATIONAL 
TRAVELERS  (millions) 

N.A. 

12.3 

13.5 

N.A. 

2a.  NUMBER  OF  INTERNATIONAL 
TRIPS  (millions) 

16.7 
(Est) 

19.5 
(Est) 

19.7 
(Est) 

20.0 
(Est) 

2b.  U.S.  SHARE  OF  INTERNATIONAL 
TRIPS 

1% 

2% 

2% 

2% 

3.   INTERNATIONAL  TRAVEL 
EXPENDITURES 

$4513 

$6504 

N.A. 

N.A. 

3a.  U.S.  SHARE  OF 
EXPENDITURES 

2% 

2% 

N.A. 

N.A. 
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Table  3 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Top  Ten   Destinations  of   International   Travelers 
(For   latest  2  year  period) 

Number  of   Travelers 
Year       Year    Percent  change     Year 

Expenditures 

Year     Percent  chanqe 

Country 
Rank 
1-    Austria-'" 

1972 
(000) 

6,466 

1973 
(00(r 

6,620 

+2 

1972 
(mils) 

1118.5 

1973 
'mils) 

1478J 

+32 

2.     Scandinavia-' 

4,193 

4,237 

+1 

N.A. 

N.A. 

3.     Spain* 

3,298 

3,496 

+6 

N.A. 

N.A. 

4.     Italy** 

2,239 

2,237 

-1 

483.2 

626.3 

+30 

5.     Yugoslavia** 

1,410 

1,736 

+23 

206.5 

263.0 

+27 

6.     Switzerland** 

1,773 

1,727 

-    3 

N.A. 

N.A. 

7.     France** 

1,337 

1,540 

+15 

227.0 

308.9 

+36 

8.     United   Kingdom* 

773 

835 

+8 

91.0 

122.0 

+34 

9.     Netherlands** 

606 

612 

+1 

285.0 

385.0 

+35 

10-     Belgium** 

377 

427 

+13 

51.1 

87.5 

+71 

*Frontier  arrivals. 
**Accommodation   arrivals. 

(If    U.S.    Does    not    Rank    in    Top    10,    Indicate    Rank    and    Volume) 
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Table  4 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Top   Five  Intercontinental    (Long-Haul) 

Destinations  for   Intercontinental   Travelers 

Number  of  Travelers* 

Expenditures 

Year 

1972 

(000) 

Year 
1973 
(000) 

Percent  change 

Year 

197T 

(mils) 

Year 
1973" 
(mils' 

Percent  change 

Country 

Rank 

1.      United   States 

237 

332 

+40 

93.0 

137.0 

+47 

2.      Canada 

89 

121 

+36 

N.A. 

N.A. 

3.      Thailand 

53 

63 

+19 

9.2 

12.3 

+34 

4.       South  Africa 

26 

32 

+22 

N.A. 

N.A. 

5.      Brazil 

20 

25 

+25 

N.A. 

N.A. 

6.      Australia 

8 

10 

+25 

N.A. 

N.A. 

(If   the    U.S.    Does   not    Rank    in    the   Top   5,    Indicate    Rank    and    Volume) 
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Table   5 

TRAVEL  ENVIRONMENT -COMPITETIVE   FACTORS' 

Tourism  Budget   and 

Advertising  Expenditures 

1973 

($000) 

I.      NATIONAL  GOVERNMENT  TOURIST  OFFICE    (NGTO)    BUDGET: 
Deutsche   Zentrale   fur  Tourismus 

NGTO  Advertising   Expenditures 

Advertising   Expenditures    in                                       ($                  ) 

($                  ) 
($                  ) 
($                  ) 
($                  ) 
($                  ) 

$2,660 

Other  NGTO  Expenditures 

$2,660 

TOTAL  NATIONAL  GOVERNMENT  TOURIST  OFFICE   EXPENDITURES 

$5,320 

II.      ADVERTISING  EXPENDITURES  MADE   IN    GERMANY 

A.      Government   Expenditures 

USTS    ($17*  or     0.2%  of  $8,517) 

$   8,517 

B.      Industry  Expenditures 

U.S.    ($1,690     or     4.4%  of  $38,445) 

$38,445 

TOTAL  GOVERNMENT  AND  INDUSTRY  EXPENDITURES 
(U.S.    ($1,707  or   3.6%  of  $46,962) 

$46,962 

*  Local    trade   advertising. 
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Table  6 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Comparison  of  Travel   Costs  To  Selected   Popular 
Destinations   During  a   "Typical"   2-Week   Vacation 

"Short-Haul"  Destinations 

a)  'Italy 

b)  Austria 

c)  Spain 

d)  Yugoslavia 

e)  Switzerland 

Total  Trip  Costs 
(In   U.S.$) 

$      435 
370 
261 
326 
522 

"Long-Haul"   Destinations 

a)  USA 

b)  Canada 

c)  Mexico 

d)  Thailand 

e)  South  Africa 

$      783 

870 

1,217 

1,217 

1,783 

United  States* 

a)  New  York   City 

b)  Florida 

c)  West   Coast 

d)  Coast-to-Coast    (circle   tour) 

^Summer   '74  prices    (based   on  ABC 
Trans-Atlantic    fares) . 

$      687 

699 

1,060 

1,243 
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Table  7 
TRAVEL   ENVIRONMENT-TRAVELER   CHARACTERISTICS 

Year    1974 

Characteristics 

Sex 
Male 
Female 

Base 

Population 

(Percent) 

(1974  estimates) 

48 

52 

(     62,797,900    ) 

Traveler  to  the   U.S. 
(Percent) 

56 
44 
(        352                      ) 

Age 

Under  30 
30-39 
40-49 
50-59 
60  + 

Base 

43 
15 
13 
10 
19 

(     62,797,900    ) 

34 
19 
15 
14 
18 

(        352                     ) 

City/Region   of  Residence 

(Source:      1-94   survey  for   1973)    (Base) 

(by  city)      Base   figure   for   1974.) 

Frankfurt 

Hamburg 

Munich 

Berlin 

Other  cities/regions 

1 
3 
2 
3 
91 

8 
6 
5 
4 
77 

Base 

(                                    ) 
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TABLE  7  Cont'd) 

Characteristics 

Year  1974 

Population 

Travelers  to 

the  U.S. 

ANNUAL  FAMILY  INCOME  (U.S.  $) 

(Percent) 

N.A. 

(Percent) 

$3324  or  less 

7 

11 

$3325-4440 

4 

$4441-5556 

11 

23 

$5557-6660 

12 

$6661-7776 

8 

25 

$7777-8880 

7 

$8881-9996 

10 

$9997-11112 

4 

$11113-13332 

6 

10 

$13333  + 

22 

Not  Reported 

9 

MEAN 

$8,844 

Base 

(       ) 

(      325 

) 

OCCUPATION 

Professionals 

N.A. 

3 

Mgrs/Directors/Large  Merchants 

6 

24 

Skilled  Office  workers 

11 

Civil  Servants  in  high  positions 

4 

Smaller,  Self-employed  businessmen, 

tradesmen,  artisans 

3 

Middle  and  lower-level  civil  servants 

5 

13 

Skilled  workers,  employed  artisans 

5 

Unskilled,  lower  level  office  workers 

23 

25 

Other  unskilled  workers 

2 

Students,  persons  in  training 

16 

Persons  retired,  pensioned 

6 

Housewives 

15 

Independent  Farmers 

* 

16 

Other -but  employed 

* 

Not  Reported 

1 

Base 

(       ) 

(     325 

) 

EDUCATION 

Primary  and  vocational  or  less 

N.A. 

38 

Completed  secondary  school 

23 

Completed  high  school 

22 

Attending/Completed  Univ  and/ 

17 

or  higher 

Base 

(       ) 

(     325 

) 
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Table  8 

TRAVEL  ENVIRONMENT --TRIP  CHARACTERISTICS 

Characteristics 

Year 

All  Trips* 

Trips  to  U.S. 

(Percent) 

(Percent) 

Purpose  of  Trip 

Vacation 

69 

40 

Shopping 

(  *) 

(  *) 

Honeymoon 

(  *) 

(  *) 

Sightseeing 

(  5) 

(  *> 

Learn  About  Other  Cultures 

(24) 

(31) 

Participate  in  Outdoor  Activities 

(  4) 

(  *) 

Attend  Special  Events 

(  *) 

(  *) 

General  Pleasure  Trip 

(36) 

(  9) 

Friends /Relatives 

20 

46 

Business 

7 

11 

Other 

4 

3 

Base 

(  1402   ) 

(  325 

) 

Length  of  Trip 

1  day 

N.A. 

1 

2 

1 

3 

3 

1 

4 

1 

5 

4 

8 

6 

3 

7 

3 

More  than  1-2  weeks 

15 

More  than  2-3  weeks 

21 

42 

More  than  3  weeks-1  month 

21 

More  than  1-2  months 

17 

29 

More  than  2  months 

12 

MEAN 

29.0 

Base 

(        ) 

(  325 

) 
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Characteristics 

(TABLE  8 

Cont'd) 

Year 

All  Trips* 

Trips  to  U 

.S. 

(Percent) 
Study 

(Percent) 
Study 

1974 
Total 

(last 
trip 

(12 

mos . ) 

(last 
trip 

(12 

mos . ) 

Seasonality 

1st  Quarter 

9 

17 

9 

15 

16 

2nd  Quarter 

23 

33 

25 

29 

26 

3rd  Quarter 

52 

52 

50 

40 

39 

4th  Quarter 

Base 

16     18 
(    1402   ) 

16    16 
(   352    ) 

19 
(295873) 

Sum 

Sum 

Mode  of  Transport 
Air 

Pri- 
mary 

63 

Sec- 
ondary 

3 

&  Prim 
Second 

Pri- 
mary 

94 

Sec- 
ondary 

4 

Prim 
Second 

98 

66 

Land 

33 

48 

80 

2 

68 

70 

(Auto) 

(24) 

(19) 

(42) 

(  1) 

(41) 

(42) 

(Rental  Car) 

(  *) 

(  3) 

(  3) 

(  *) 

(  4) 

(  4) 

(Bus) 

(  3) 

(18) 

(21) 

(  1) 

(17) 

(18) 

(Train) 

(  6) 

(  8) 

(14) 

* 

(  6) 

(  6) 

Sea 

4 

11 

14 

3 

3 

6 

Other 

* 

2 

3 

1 

1 

1 

Did  not  use  other 
Dont't  Know 

transportation , 

_ 

15 

_ 

_ 

4 

_ 

Base 

( 

1402        ) 

(     352 

) 

*  For  United  Kingdotr 

,  Germany,  Franc 

.e  and 

Japan,  include  c 
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Table  9 
TRAVEL   ENVIRONMENT-IMAGE   OF   THE   U.S. 


Overall   image  of  the   U.S.  as  a  travel   destination 

The  image  associated  with  the  U.S.  is  one  of  technology  and  business. 

One  travels  there  to  see  a  modern,  advanced  country.   The  U.S.  is  seen  as  a 

place  to  be  visited  if  the  purpose  is  to  be  helpful  to  a  business  or  career. 


Favorable  Perceptions 

A  place  to  get  to  know  another  modern,  advanced  country. 

A  place  to  learn  things  helpful  to  business  or  career. 

A  place  to  visit  friends  and  relatives. 

A  place  to  see  a  wide  variety  of  different  places  and  sights  of  interest, 

A  country  to  see  places  other  people  will  be  interested  in  hearing  about. 


Unfavorable  Perceptions 

Lacks  historic  sights, 
quality  of  the  food. 
Lacks  scenic  beauty. 
Lacks  good  beaches. 
High  costs  involved. 


museums,  distictiveness  of  culture  (and  the 


Ranking  of   popularity   of   U.S.   cities/regions  visited 
Cities    Visited: 

1-      New  York   City 


2.  San   Francisco 

3.  Washington,    D.C. 

4.  Chicago 

5.  Los  Angeles 

6 .  Miami 


(50%) 
(17%) 

(15%) 

(13%) 
(12%) 
(   8%) 


By   Regions: 

1.  Eastern  U.S.     (net) 

2.  Western  U.S.     (net) 

3.  Southern  U.S.     (net) 

4.  Central  U.S.    (net) 


(63%) 
(32%) 
(25%) 
(20X) 
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I.     ECONOMIC  ENVIRONMENT 

A.  State  of  the  Economy 

The  GNP  of  France  in  1974  was  $284.3  billion,  up  4.5%  over  1973.   The 
population  that  year  was  estimated  to  be  52.3  million  including  a 
2.5  million  foreign  workers  and  a  total  workforce  of  21.8  million. 

In  spite  of  the  fact  that  France,  being  in  the  midst  of  Europe  which 
has  severe  economic  strains,  and  is  in  the  European  Common  Market,  a 
comparatively  healthy  increase  in  GNP  is  now  predicted  for  this  year, 
37o  to  47»,  whereas  Germany  only  foresees  .057,  raise  in  GNP  this  year. 

It  was  anticipated  that  France  was  headed  for  unemployment  problems, 
at  least  so  were  the  predictions  of  the  unions  in  January,  however  the 
victory  of  the  Government  over  the  Renault  and  Post  strikes  (both 
government  owned)  places  France  in  an  even  stronger  position  to  deal 
with  unemployment  problems  which  are  being  held  down  to  3.57o  so  far 
this  year,  or  a  total  of  750,000  unemployed. 

Credit  restrictions  were  relaxed,  when  the  Government  recently 
announced  that  it  was  lowering  interest  rates  from  117,  to  107,. 

Average  per  capita  income  was  $2,200  per  annum,  and  the  average 
yearly  family  income  was  $7,200. 

Although  France  had  a  6.67  decrease  in  traveler  departures  in  1974 
(10,093,000)  the  foreign  travel  expenditure  rose  127,  or  a  total  of 
2.4  billion  dollars. 

B.  Outlooks  for  1975 

Inflation  seems  to  be  under  control  and  after  a  look  at  the  first  few 
months  of  1975,  economists  now  predict  that  inflation  will  be  held 
down  to  107  for  1975. 

Ski  resorts  were  packed  in  February  this  year  and  present  trends  on 
advance  bookings  are  at  a  brisk  tempo.   At  least,  three  guides  for 
USA  visitors  are  being  launched  new  on  the  market  this  year  by 
publishers.   It  is  the  general  feeling  in  the  industry  that  the 
economic  situation  is  far  from  approaching  the  point  where  it  could 
interfer  with  the  vacation  plans  of  the  French. 
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II, 


TRAVEL  ENVIRONMENT 


Market  Size 


1.  Potential  Market.   It  is  estimated  that  approximately  5  million 
French  citizens  have  the  economic  resources  to  vacation  in  the 
United  States.   Of  this  number,  a  total  of  165,703  French  visitors 
traveled  to  the  U.S.  in  1974,  down  127,  from  the  1973  figure  of 
approximately  190,000.   An  estimated  9.1  million  French  residents 
took  international  trips  in  1974.   Of  this  number,  the  United  States' 
share  represented  approximately  27,  of  the  total. 

2.  Expenditures.   In  1973,  French  tourists  abroad  spent  $2,155  billion, 
of  which  the  U.S.  received  $76  million  (excluding  transportation),  or 
approximately  4%  of  the  total.   In  1974,  U.S.  receipts  from  French 
visitors  similarily  totaled  an  estimated  $76  million  representing  a 

per  capita  rate  of  $459.   (See  Table  2.) 

B.  Competitive  Factors 

European  countries  are  the  most  popular  destinations  for  French  travel 
outside  the  country's  borders.  Among  these  "short-haul"  destinations, 
Spain  ranks  highest,  followed  by  Italy  and  the  United  Kingdom. 

The  United  States,  however,  is  number  one  among  the  "long-haul" 

destinations  for  French  travelers.   This  country  is  followed  in 

destination  popularity  by  Turkey,  Canada,  Thailand,  Brazil  and 
Australia. 

In  1973,  the  French  National  Tourism  Office/Commission  (Commissariat 
General  au  Tourisme)  had  a  total  budget  of  $11,040,000,  of  which 
2,450,000  was  allocated  for  advertising  efforts. 

Total  advertising  expenditures  (by  all  countries)  made  in  France  in 
1973  totaled  $22,824,000.   The  United  States'  share  of  these 
expenditures  came  to  $1,573,000,  or  6.9%  of  the  total.   This  included 
both  U.S.  Governmental  and  industrial  sectors.   (USTS'  share  was  17,000, 
only  0.77  of  the  total  (see  Tables  3  through  6). 

C.  Travel  Characteristics 

1.   Characteristics  of  the  Population.   France's  population  is 
is  estimated  to  total  52.34  million  persons  in  1974.   Of  this 
number,  approximately  517,  are  female,  497>  male. 
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Residence.   The  Paris/Suburbs  region  accounts  for  19%  of  the 
population's  residences,  while  227,  live  in  the  West  and 
Southwest  regions. 

Occupation.   Forty-one  percent  of  the  working  French 
population  is  in  the  professional/managerial/white  collar 
class,  while  an  additional  24%  are  skilled  workers. 

Education.   Forty-three  percent  have  completed  elementary 
school,  and  14%  are  attending  or  have  completed  university- 
level  education.   Six  to  eight  percent  of  the  population 
speak  English  in  addition  to  French,  their  official  language. 

2.   Characteristics  of  Visitors  to  the  U.S.   The  "typical"  French 
traveler  to  the  U.S.  is  young,  well-educated,  a  professional/ 
white-collar  worker,  and  resides  in  the  Paris  area. 

Sex  and  Age.   While  only  497,  of  the  French  population  is  male, 
54%  of  the  U.S.  visitors  from  France  are  male.   These  visitors 
are  generally  young ,  with  58%  between  18  and  35  years  of  age, 
and  297,  between  18  and  24  years  of  age. 

Residence.   Although  only  197o  of  the  French  population  live 
in  the  Paris  City/Suburbs  region,  40%  of  the  visitors  to  the 
U.S.  originate  there. 

Occupation.   Three-fourths  (76%)  of  the  U.S.  visitors  belong 
to  the  professional/managerial/white-collar  class  of  workers. 

Education.   The  average  French  visitor  tends  to  be  well-educated; 
547.  are  attending  or  have  completed  a  university  or  college- 
level  of  education. 

Type  of  Travel.   Sixty  percent  are  traveling  to  the  U.S.   alone, 
and  297,  are  members  of  a  two  person  traveling  party.   Individual 
travel  accounts  for  747,  of  the  U.S.  visitors,  while  267,  are 
members  of  a  tour  group. 

Expenditures.   The  average  French  visitor  to  the  U.S.  spends 
$459  per  capita  (excluding  transportation)  during  his  stay. 
The  Total  amount  received  by  the  U.S.  in  1974  from  French 
tourists  was  estimated  at  $76  million. 

For  additional  quantitative  data  on  traveler  characteristics, 
see  Table  7. 
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D.  Trip  Characteristics 

The  "typical"  trip  to  the  U.S.  is  generally  a  two  to  four  week 
summer  vacation  in  the  Eastern  U.S.,  not  on  a  tour. 

1.  Purpose  of  Trip.   Fifty-five  percent  of  the  French  visitors  to 
the  U.S.  come  on  "pleasure"  or  "vacation"  trips.   "Sightseeing" 
(within  the  "pleasure"  category)  as  a  travel  motive,  accounts  for 
35%  of  the  visitors.   "VFR"  is  the  reason  given  by  29%,  and 
business  reasons  are  quoted  by  14%  of  the  travelers.   (Another 
estimate  puts  business  travel  at  39%  and  pleasure  travel  at  61%.) 

2.  Length  of  Trip.   The  average  trip  to  the  U.S.  by  French  visitors 
lasts  23  days;  with  54%  lasting  from  two  to  four  weeks  and  30% 

over  1  month. 

3.  Seasonality.   The  travel  peak  occurs  (1974  actual  arrivals) 
during  the  third  quarter  (367,  of  arrivals)  ,  followed  by  the  second 
quarter  (25%),  the  first  (20%),  and  the  fourth  (19%). 

4.  Mode  of  Transport.   Air  transportation  is  used  by  897o  of  the 
U.S.  visitors  as  their  primary  mode  of  transport  for  their  trips. 
Nine  percent  use  land  transportation  (auto  and  bus) . 

For  additional  quantitative  data  on  trip  characteristics,  see  Table  i 

E.  Image  of  the  U.S. 

The  basic  image  of  the  United  States  is  positive.   America  is  seen 
as  having  a  great  deal  of  scenic  beauty,  large,  famous  cities, 
interesting  people  and  customs,  and  good   entertainment.   The  French 
are  impressed  by  the  friendliness  and  the  ease  of  communication 
experienced  in  the  U.S.   This  country  is  also  seen  as  having  a 
high  standard  hygiene/ cleanliness. 

The  U.S.  is  not  seen  as  a  culturally  or  historically-interesting 
place  to  visit. 

New  York  City  (56%),  Washington,  D.C.  (21%),  and  San  Francisco 
(16%)  are  the  most  popular  U.S.  city-destinations  for  French 
visitors  to  the  U.S.   The  most  important  region  is  the  Eastern 
U.S.  (65%  of  the  French  visitors  go  there  during  their  stays), 


followed  by  the  Western  U.S.  (25%),  the  South  (18%) 
Central  U.S.  ( 15%)  . 
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III 


1.  Positive  Perceptions 
--Scenic  beauty. 

--Feeling  at  ease  with  the  American  people. 

--Variety  of  things  to  see  and  do. 

--Famous  cities. 

--Ease  of  communication. 

--Good  entertainment. 

--High  standard  of  hygiene/cleanliness. 

2.  Negative  Perceptions 
--Lack  of  good  weather. 

--Lack  of  culturally  or  historically-interesting  attractions. 

--Not  being  within  most  budgets. 
(See  Table  9.) 
MARKET  FORECAST  AND  GOALS 


During  calendar  year  1976  it  is  estimated  that  under  normal  conditions 
the  United  States  could  receive  an  estimated  205,000  arrivals  from 
France  and  $102  million  in  tourism  receipts.   With  USTS'  marekting  efforts, 
the  figures  could  increase  to  232,000  arrivals  and  $115  million  in 
tourism  receipts.   Thus,  the  USTS  incremental  of  goals  for  USTS/Paris 
in  calendar  year  1976  are:   27,000  new  arrivals  and  $13  million  in 
foreign  exchange  earnings.   (See  Table  10.) 
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Table  1 
ECONOMIC   ENVIRONMENT 

A)       POPULATION   (in  millions) 

1972 

1973 

1974 

1975  (est.) 

51.5 

51.9 

52.34 

52.8 

B)        NUMBER   OF    HOUSEHOLDS 
(in  millions) 

15.8 

15.8 

16.0 

16.0 

C)       NUMBER   IN  WORK   FORCE 

21.4 

21.6 

21.8 

22.0 

D)       GNP   (in   billions  of   U.S.   $) 

218.6 

248.4 

284.3 

336 

E)       PER   CAPITA  GNP 

4245 

4786 

5432 

6363 

F)       GROWTH    RATE   IN   GNP 
IN    REAL   TERMS 

N.A. 

6.0% 

4.57c 

3.37c 

G)       INFLATION    RATE 

N.A. 

7% 

157c 

10.07c 

H)       UNEMPLOYMENT   RATE 

1.87= 

2.07c 

3.27c 

3.57 

I)         NUMBER   OF   UNEMPLOYED 
(000) 

376 

423 

700 

750 

BALANCE   OF   PAYMENTS   POSITION 
(BALANCE   OF   TRADE   POSITION) 

-  0,4 
(-  0.9) 

-   2.3 
(-   1.4) 

N.A. 
(-  4.5) 

N.A. 
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Table  2 
TRAVEL   ENVIRONMENT-MARKET  SIZE 

1. 

DESTINATION  OF   TRAVELERS 

OWN  COUNTRY 
UNITED   STATES 
OTHER 

1972 

1973 

1974 

1975  (est.) 

N.A. 

N.A. 

N.A. 

N.A. 

1a. 

PROPORTION  OF  THESE 
HOLIDAY-MAKERS  TO  THE 
POPULATION 

N.A. 

N.A. 

N.A. 

N.A. 

2. 

NUMBER  OF   INTERNATIONAL 
TRIPS 

*ONLY  INCLUDES  DEPARTURES 
DURING  THE   SUMMER  MONTHS    - 
JUNE  THROUGH  AUGUST 

4,540,000 

* 
4,880,000 

9,100,000 

(Est.) 

9,330,000 

2a. 

U.S.    SHARE  OF  INTERNATIONAL 
TRIPS 

1% 

17. 

27= 

27. 

3. 

INTERNATIONAL  TRAVEL 
EXPENDITURES    (MILLIONS) 

$1,573 

$2,155 

N.A. 

N.A. 

3a. 

U.S.    SHARE   OF 
EXPENDITURES 

47„ 

47, 

N.A. 

N.A. 

APR 


DATE  SUB. 

FO 

MD 

OIS 

vs 

OAP 

CIT 

ESP 

R£f,A 

AO 

j.^9^- 

ED 

DATE   APP 

7*J7b 

n- 

/\ 

kV 

>Ns^^' 

& 

X 

w 

X 

R  2  5  1975 

^s^ 

84.11 

U.S.    DEPARTMENT   OF    COMMERCE 

UNITED  STATES  TRAVEL  SERVICE 


Fiscal  Year  1976  Marketing  Plan 

SUBJECT:    REVIEW   OF   THE    MARKET-TABLES 


COUNTRY 
FRANCE 


70 


Table  3 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Top  Ten  Destinations  of  International  Travelers 
(For  latest  2  year  period) 

Number  of  Travelers 
Year       Year    Percent  change     Year 

Expenditures 

Year     Percent  chanqe 

Country 
Rank 
1.     Spain* 

1972 

:ooo) 

N.A. 

1973 
(000) 

2900 

N.A. 

1972 
(mils) 

N.A. 

1973 
(mils 

N.A. 

) 

2.      Italy** 

1240 

1179 

-5 

87.7 

60.5 

-31 

3      United   Kingdom* 

717 

866 

+21 

77.0 

L04.0 

+35 

4.     Switzerland-'-* 

907 

860 

-5 

N.A. 

N.A. 

5.     Germany** 

607 

595 

-2 

289,2 

296.3 

+2 

6.     Yugoslavia** 

366 

400 

+9 

N.A. 

N.A. 

7.     Belgium** 

358 

369 

+3 

71.1 

L10.0 

+55 

8.     Austria** 

279 

281 

+1 

N.A. 

N.A. 

9-     Morocco* 

211 

266 

+26 

N.A. 

N.A. 

10.     Portugal* 

233 

249 

+7 

N.A. 

N.A. 

*   Frontier  arrivals. 
**Accommodation   arrivals. 

(If    U.S.    Does    not    Rank    in    Top    10,    Indicate    Rank    and    Volume) 

API     7B75 
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Table  4 

TRAVEL   ENVIRONMENT-COMPETITIVE    FACTORS 

Top   Five  Intercontinental    (Long-Haul) 

Destinations  for   Intercontinental   Travelers 

Number  of  Travelers* 

Expenditures 

Year 
1972 

Year 
1973 

Percent  change      Year 
:1972 

Year 
1973 

Percent  change 

(000) 

(000) 

(mils) 

( mils' 

Country 

Rank 

1.                   United   States 

155 

189 

+22 

63.0 

76.0 

+21 

2.                     Turkey 

72 

93 

+29 

N.A. 

N.A. 

3-                    Canada 

68 

74 

+   8 

N.A. 

N.A. 

4-                    Thailand 

32 

45 

+42 

N.A. 

N.A. 

5-                     Japan 

15 

19 

+27 

N.A. 

N.A. 

6.                   Brazil 

14 

18 

+26 

N.A. 

N.A. 

^Frontier  Arrivals. 

(If    the    U.S.    Does    not    Rank    in    the    Top    5,    Indicate    Rank    and    Volume) 
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Table   5 


TRAVEL  ENVIRONMENT- COMPETITIVE   FACTORS 

Tourism  Budget  and 

Advertising  Expenditures 

1973 

($000) 


NGTO  BUDGET:   Commissariat  General  au  Tourisme 

NGTO   ADVERTISING   BUDGET 

France 

Canada 


Mexico 


Japan 


United  Kingdom 


Germany 


TOTAL  ADVERTISING   EXPENDITURES   MADE   IN      France 


(U.S.:      $    1,573  --U.S.    Share:  6.9        7.) 

1)  GOVERNMENT 

(USTS:   $   17 --U.S.  Share:   0.7    1) 

2)  INDUSTRY 

(U.S.:  $  1,556*   --U.S.  Share:     7.6   %) 

^Includes  advertising  and  promotion. 


$  11 

,040 

$   2 

,450 

($ 

Y.A.    ) 

($ 

56    ) 

($ 

14    )•- 

($ 

77    ) 

($ 

182    ) 

($ 

180    ) 

$22 

,824 

$  2 

,399 

$20 

,425 

API  I  71975 


FO 


D?<I^>^XDKlXl&y 
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Table  6 

TRAVEL    ENVIRONMENT-COMPETITIVE    FACTORS 

Comparison   of  Travel   Costs  To  Selected   Popular 
Destinations   During  a   "Typical"   2-Week   Vacation 

"Short-Haul"  Destinations 

a)     Spain/Morocco 

b'     Greece 

c>     Italy 

d)     United  Kingdom 

e) 

Total   Trip   Costs 
(In   U.S.$) 

$260 
$350 
$400 
$400 

"Long-Haul"   Destinations 

a>      Iran 

b)  Caribbean 

c)  Hong  Kong 

d)  Thailand,   Java,    Bali 

e)  Brazil 

$1,116 

$     935          (15   days) 

$2,260 

$1,318 

$1,520 

United  States 

a)  New  York 

b)  West   Coast 

c)  National   Parks 

$      560 

$1,620           (15   days) 

$1,550           (15   days) 
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Table  7 
TRAVEL   ENVIRONMENT-TRAVELER   CHARACTERISTICS 

Year 

Characteristics 

Sex 
Male 
Female 

Base 

Population 
(Percent) 

49 

51 

(     52,340,000     ) 

Traveler  to   the   U.S. 
(Percent) 

54 

46 

(              199                 ) 

Age 

18    -    24 
25    -    34 
35    -   44 
45    -   54 
55+ 

Base 

10 
12 
13 
11 
23 

(     52,340,000     ) 

29 
29 
14 
14 
14 

(              199                ) 

City/Region   of    Residence 

Paris   City/Suburbs 
Other 

Note:      Preliminary  data   from  1973 
Travel    Patterns   survey  of 
1-94   forms.      Base   figure 
is    for   1974.                           Base 

19 
81 

(     52,340,000     ) 

1974  Total 

40 
60 

(     165,703                ) 
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(TABLE   7  Cont'd) 

Characteristics 

Year     1973/1974 

Population 

Traveler  to  the  U.S. 

Annual   Family   Income  (U.S.     $) 

(Percent) 

(Percent) 

(Breakdown  N.A.) 

$7,200 

N.A. 

Base 

(   52,340,000       ) 

(                                           ) 

Occupation 

Managers,   Directors 

19 

15 

Professional 

6 

15 

Senior  Executive 

4 

23 

Junior  Executive 

n.a. 

15 

Office  Employees 

12 

8 

Skilled  Workers 

24 

Semi/Unskilled  Workers 

30 

* 

Retired 

n.a. 

8 

Others 

5 

16 

Base 

(   52,340,000       ) 

(                     199              ) 

Education 

Completed   Elementary   School 

43 

8 

Completed  Technical  Education 

17 

8 

Completed   Secondary  Educ.    (BEPC) 

14 

15 

Completed   Secondary  Educ  (A  Level} 

13 

15 

Attending/Completed  University 

or  College 

14 

54 

Base 

(   52,340,000       ) 

(                     199             ) 

•'Less   than  %  of   170 
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Table   8 

TRAVEL  ENVIRONMENT  —  TRIP  CHARACTERISTICS 


Year  1973/1974 


Characteristics 


Purpose  of  Trip 

Vacation/ Pleasure 
Shopping 
Honeymoon 
Sightseeing 

Learn  About  Other  Cultures 
Participate  in  Outdoor  Activities 
Attend  Special  Events 
General  Pleasure  Trip 

Friends/ Relatives 

"-Business 

Other 

-"'-Another  estimate  puts  business  travel  at  39% 
and  pleasure  travel      Base 
at  61%. 


All  Trips* 
(Percent) 


Trips  to  U.S. 
(Percent) 


55 

(*) 

(*) 

(35) 
(12) 


(8) 

29 

14 

2 

(   199   ) 


Length  of  Trip 

7  days  or  less 

8  to  10 
11  to  14 
15  to  21 
22  to  28 

5  to  8  weeks 
8  weeks  + 

MEAN  (Number  of  Days) 


Base 


N.A. 


1 

5 
10 
27 
27 
18 
11 
23.1 


(   199  ) 


(con1  t) 
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(TABLE 

8   Cont'd) 

Characteristics 
Seasonality 

Year     1973/1974 

All  Trips* 
(Percent) 

Trips  to  U.S. 
1974  Total 

1st  Quarter 

N.A. 

20 

2nd  Quarter 

25 

3rd    Quarter 

36 

4th  Quarter 

Base 

(                              ) 

19 
( 165,703               > 

Mode  of  Transport 

N.A. 

Air 

89 

Land 

9 

Auto 

(7) 

Bus 

(2) 

Train 

(*) 

Sea 

1 

i           Other 

Base 

(                              ) 

1 
1         199                ) 

*For  United   Kingdom, 

Germany,   France 

and  Japan, 

include  only   international   trips. 
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Table  9 
TRAVEL   ENVIRONMENT-IMAGE   OF   THE   U.S. 


Overall   image  of  the  U.S.  as  a  travel  destination 

The  U.S.  is  seen  as  having  a  great  deal  of  scenic  beauty,  large  famous 
cities,  interesting  people  and  customs,  and  a  good  entertainment.   The 
American  people  are  seen  as  friendly  and  easy  to  communicate  with.   The 
U.S.  is  rated  as  having  a  high  standard  of  hygiene/cleanliness.   It  is 
not  seen  as  having  a  great  deal  of  culturally-or  historically-interesting 
attractions. 


Favorable  Perceptions 

-  Scenic  beauty 

-  Feeling  at  ease  with  the  people  of  this  country 

-  Variety  of  things  to  see  and  do 

-  Famous  cities 

-  East  of  communication 

-  Good  entertainment 

-  High  standard  of  hygiene/cleanliness 


Unfavorable  Perceptions 

-  Lacking  good  weather 

-  Not  being  within  most  budgets 

-  Lack  of  culturally-or  historically- interesting  attractions 


Ranking  of  popularity  of  U.S.  cities/regions  visited 


Cities: 

1.  New  York  City  (56%) 

2.  Washington,  D.C.  (21%) 

3.  Niagara  Falls  (18%) 

4.  San  Francisco  (16%) 

5.  Los  Angeles  (12%) 

6.  Boston  (12%) 

7.  Chicago  (11%) 

8.  Miami  (9%) 

9.  New  Orleans  (8%) 
10.  Las  Vegas  (7%) 


By  Regions: 

1.  Eastern  U.S.  (65%) 

2.  Western  U.S.  (25%) 

3.  Southern  U.S.  (18%) 

4.  Central  U.S.  (15%) 


DATE  SUB. 

FO 

MD 

OIS 

VS 

OAP 

CIT 

ESP 

R&A 

AO 

xS^©-\ 

ED 

DATE   APP 

71375 

W 

X 

X 

X 

X 

X 

X 

X 

X^ 

»R  2  5  1975 

84.20 


U.  S.  GOVERNMENT   PRINTING  OFFICE  :  1975—582-655/185 


PENN  STATE  UNIVERSITY  LIBRARIES 

IIHIIIIIIIIHI 

AQOOOTlTWfia 


